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Over the past decade, with the large-scale split and restructing of China’s 
telecom operators, the pattern of telecom industry was constantly changing. The 
competition among telecom operators is changing from network quality, customer 
quantity and key service to network comprehensive service, customer quality and 
overall service. The telecom operators have also transformed into information service 
provider from communication service provider. In the face of such fierce market 
competition, the issue of how to keep advantage in the important group client market 
has become a problem which FMCC has to encounter and resolve. 
FMCC’s marketing to important group clients is still at the beginning stage. On 
the basis of the marketing staff’s working practice, this paper first describes the 
current situation and problems of FMCC’s marketing, including business conditions, 
service team construction, resource allocation, etc. Then it analyses the environmental 
factors of important group client marketing, including the external macro and micro 
environmental factors and internal environmental factors. After that, the advantages 
and disadvantages of FMCC make clear. The important group client marketing 
strategies are then elaborated in details on the aspects of product, price, place and 
promotion by 4Ps marketing theory. Some new viewpoints on marketing strategy are 
put forward, such as the emphasis on product mix and bundling pricing. This paper 
then applies relation marketing theory to discuss how to deal with the elements on the 
enterprise value chain, and the markets which require FMCC’s attention in order to 
promote the important group clients’ loyalty. Finally, the author makes a conclusion 
and illustrates the shortage of this paper. 
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1999 年 10 月 9 日中国移动通信集团福建有限公司正式挂牌成立；下辖 9
个市分公司，61 个县（市）分公司。截止 2011 年，公司累计上缴各类税收达 152
亿元，在福建省纳税百强企业中排名第五，公司总资产达 268 亿元，年运营收入









格局不断的发生变化。在 2008 年的电信业重组中，中国联通的 CDMA 网与 GSM

































个指导思想，电信企业纷纷涉足 ICT 领域（即信息通信技术），电信企业将 IT



































第一章  绪论 
 3
步加大在重要集团客户市场的资源投入，2010 年，在 2007 年成立的省公司集团
客户部重要客户中心的基础上，成立省级集团客户服务中心（省公司部门级），



































































Degree papers are in the “Xiamen University Electronic Theses and Dissertations Database”. Full
texts are available in the following ways: 
1. If your library is a CALIS member libraries, please log on http://etd.calis.edu.cn/ and submit
requests online, or consult the interlibrary loan department in your library. 
2. For users of non-CALIS member libraries, please mail to etd@xmu.edu.cn for delivery details.
厦
门
大
学
博
硕
士
论
文
摘
要
库
